= 

. SL 
= 
3 
= 

_ 
& 
z 
es 
m 
= 
S$ 
= 
= 
Ps 
= 
S 
< 
ce 
- 





; 














R 





REPORTE 
Direct Mail Advertising 
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ELMER LASHER, Art Director 
Newell-Emmett Company 
fon é agenc 


“For shirt-sleeve selling 
you can't beat the Gothics” 


says Newell-Emmett’s Elmer Lasher 


“They may not be long on beauty, but they sure do pack a punch. They 
are not designed to help art directors win exhibition awards, but they 
definitely help clients win sales. And ATF has such a variety of weights 


and widths available that we can get as much inflection in an advertise- 


ment as a salesman could put into his selling talk.” 
letterhead and 


AMERICAN TYPE FOUNDERS ((is2.) = see"n 


200 Elmora Avenue, Elizabeth B, New Jersey 





OVER RAIL 


et gr 


American Business 


MOVES 


in Envelopes like these 


. « - and moves with certainty 


At one time or another every mailing 
room (yours included ) needs these three 
envelopes: 


Columbian Clasps to mail, via 3rd or 4th 
class, catalogs, ad mats, counter cards, 
= broadsides and a host of other printed pieces. 
~ 
= —_ Columbian Flat Mailers to send reports, 
. =A manuscripts, documents—large mailings that 


must go first class. 


Columbian Airmailers to hustle any large 


single mailing through the clouds. 
Top: COLUMBIAN CLASP, the most famous trade-marked 
envelope in popular use today. In 24 sizes from Your local supplier has these U.S.E. 


2'2x 4's to 12x 15'2 ~ ° . 
Envelopes in stock, or can quickly get them 


Center: COLUMBIAN FLAT MAILER, with heavily 3 
quamed flap end tout seems. inde of tough, giueed for you. Ask him to show you samples... 
brown kraft paper. In 6 sizes from 6'2 x92 to 10x 15. then order what you need to 

Bottom: COLUMBIAN AIRMAILER, componion in round out your mailing room efficiency. 
make up to the Flot Mailer, but with Jet-Wing border 

design. In 9'2x 12" stock, or any size specially 


printed on order 


UNITED STATES ENVELOPE COMPANY 


General Offices—Springfield 2, Massachusetts 


DIVISIONS FROM COAST TO COAST 





Fhe REPORTER 
of Direct Mail Advertising 


Vclume !2 Number 3 


HENRY HOKE. 

JAMES M. STEWART. A 
FRANK FRAZIER. DM AA 
M. L. STRUTZENBERG, 
HENRY HOKE. JR., Ad 


REPLY-O LETTERS 
will do your selling job EDITORIAL 30ARD 


@ MORE EFFICIENTLY 
© LESS EXPENSIVELY 


ABOUT THE COVER The Houston papers gave page alter page of AFA 
party pictures. Overlaid are: (Top) Jim True and Bill Sullivan. True-Sullivan 
Neibart Associates, Inc., Long Island. N. Y.. MC-ing their party. (Center) DMAA 
entertains British visitors. That's Arthur Chadwick in white shirt. (Bottom) Some 
high steppers at True party. If you look close you can spot Marion Armstrong 
of Time. Inc.. George Pfeiffer of McGraw Hill, Bill Pelkus, Modern Industries 


and This Reporter. 
Our Reply-O Letters 
produce between 18% 
end 32% replies We 
hove been able to troce 


asset” Tae emanee ane July 1949 


ite Inswrence Compory 


FEATURES 


To save you time, send 
lowing information when DEPARTMENTS 
samples 
Frequency of mailings 
Average size of ma 
Type of list 
— a a ao OFFICIAL PUBLICATION DIRECT MAIL ADVERTISING ASSOCIATION 
answer your initial lefter with helpfu 
understandable facts and figures 


; 


REPLY-0 PRODUCTS co. THE REPORTER OF DIRECT MAIL ADVERTISING 


150 W. 22nd St. . New York 11, N.Y. 





@ SHORT 


NOTES 


DEPARTMENT 


@ DIRECT MAIL PEOPLE were sad- 
dened by the death of Herbert F. Lewis 
on June 29, 1949. Herb was one of the 
founders of the Mail Advertising Service 
Association. For 18 years, he was 
eastern manager of the Direct Mail di- 
vision of Reuben H. Donnelley. New 
York. He retired in 1946. His many 
friencs will miss him. 


@ PLASTICS DEPARTMENT of Ameri- 
can Cyanamid Company. 30A Rocke- 
feller Plaza, New York 20. N. Y.. re- 
cently published a very smart looking 
12-page catalog. Describes its line of 
molding materials and resins. Printed 
offset this sparkling piece was 
bound into 20.000 issues of Modern 
Plastics Encyclopedia. Will also be 
used to meet requests for copies that 
come in as a result of advertising and 
publicity. Catulog will also be used 
as one of the pieces to be made avail- 
able at conventions. Cover and some 
inside pages have handsome color 
photographs... with listing of chemical 
and physical properties of their plastics. 


@ ANOTHER LOOSE-LFAF leatherette- 
covered collection of letters has been 
published by The Dartnell Corporation. 
4660 Ravenswood Avenue, Chicago 40, 
Illinois. This one is titled “Dartnell 
File of Tested Sales Letters.” Contains 
200 samples. Included are general 
sales letters. inquiry-getters. unusual 
sales letters. inactive accounts. follow- 
up campaigns and others. Where pos- 
sible, letters are reproduced under 
letterhead of company that mailed... 
and results are given in small para- 
graph. Letters can be adapted to most 
any business. This idea-starter is 
priced at $7.50. 


@ MARY ELLEN CLANCY, who heads 
her own direct mail advertising service. 
has been elected president of the Mail 
Advertising Service Association of New 
York. Other officers named were Carl 
Polakoff, of the J. A. Want Organization. 
vice president: H. B. Mitchell. of R. H. 
Donnelley Corp.. treasurer, and Bob Fis- 
ler. of St. John Associates, secretary. 
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@ STATION WOQXR. 730 Sth Avenue. 
New York 19, N. Y.. New York's famous 
good music station, sent an effective 
booklet to 3000 time-buying customers 
and prospects last month. Hard cover. 
24-pages . . . it contains a few words 
about WQXR’s receptive audience. 
Then each page is illustrated with a 
pen and ink sketch of a great leader 
of thought and quotation 
(H. W. Longfellow ... “Music is the 
universal language of mankind”). Cari- 
catures are very well executed by Rudi 
Bass of New York Times staff. The 
book is a recapitulation of theme of 
ad campaign which was begun in April 
1948. Clever job. 


@ CLEVER... the simulated birth an- 
nouncement folder issued by The E. F. 
Schmidt Company. 3420 West Capitol 
Drive, Milwaukee 9. Wisc. to an- 
nounce arrival of “Harris Schmidt”. . . 
a new Harris-Seybold 42 x 58 two-color 
high speed offset press. 


eee 


@ “YOUR BANK'S ADVERTISING ... 
how to make it pay” has been released 
by the American Bankers Association. 
Printed in blue and black, 5'/2" x 81/2", 
24 pages. Spiit up into 12 chapters. 
Lots of suggestions. There is a 7-page 
check list to fill out ... that permits 
laying out a new advertising program 
or reviewing a current one. A good 
job by the American Bankers As- 
sociation. 


@ ATLANTA LITHOGRAPH Company. 
40 Hilliard Street. Atlanta. Georgia. 
recently acquired a 2-color, roll-fed 
offset press ... and they tell it's advan- 
tages in a 314," x 6". 32-page booklet. 
Shows first the economies that can be 
had by having roll paper printed on 
both sides (2-colors each), cut off hori- 
zontally, slit vertically and all folded 

. just once through the press. The 
50” wide web of paper can produce 
as many four completed booklets on 
each press revolution. “Plan for Econ- 
omy” goes on to tell what sizes, how 
many pages and what kinds of printed 


Cor page 34 


Get Your Letters Out 
Faster and Better! 
Make Plates In Your 


nN 


with PLASTIPHOTER 


Your sales letters move faster when 
Plastiphoter makes highest quality 
photo offset duplicating plates in 
your own office. It costs only % as 
much as ordinary plate-making 
equipment. 

No special training is required to 
operate the Plastiphoter. Anyone in 
your office can quickly produce the 
highest quality plates you've ever 
seen. And it's so compact . . . uses 
only 3 square feet of your precious 
office space. 

So why continue to “send out” 
when you can make your own plates 
in a matter of minutes—at less cost— 
and with better results? 

Get full details on how the Plasti- 
photer method ends waiting time, 
makes clearer reproductions and 
helps you do a better job at lower 
cost. Send in the coupon . . . there’s no 
obligation, of course, so fill it out 
and drop it in the mail now. 


[7 TIME-SAVING » CONVENIENT + ECONOMICAL ~~ 


i coal Fa iF 





Plastiphoter Inquiry 


La 








OOD TIMES in Direct Mail 


June always seems to bust-out-all-over 
tor this re porter Th S$ vear was no ex 
ception 

It really started prematurely with my 
talk too early in the morning of May 


3ist at the Advertising Federation ot 


America Convention in Houston, Tex 


I don't know how good my pit was 


but the audience was wonderful 
You all read the outline in the Jun 
ssue of The Reporter 

There were good times galore in 
Houst n Th party at the gla norous 
Shamrock Hote 
fthe A. F. A 
And then some of the leadin 
mail lights in Houston ga 


The annual bangest 


Countless room parties 


porter 1 much ippreciated t 
That's where | picked 
i, 


luncheon 
the information which made the 


wort in this issuc 


and diapers” rey 


sible 


I rom Ho ston | fle w to Fort W 
Tex.. where | appeared before 
Direct Mail Club on June Ist. My 
friend, M. P. Brown, had arranged 
shindig und | found a respons 
audience there too I sited some of 
the fellows who are doi ig wonders 
vith Direct Mail. I called on some of 
the people who have been taking 
Direct Mail Course ov pas 


] ned up some u rusual mater il 


1949 Convention issue of The Reporter 
On June 6th I talked before one « 

the largest me rs of the St 

burg. Flor 

them the highlight } Houston 


affair It's too bad. though, that 
a ' , 


1 
rein mens advertising ci 


) their meet ngs 
Women’s Advertising 
hear mv 


A Report by Henry Hoke 


Petersburg, Fla 


ve them my old-time, corny talk 


Rotary Club of St 


How to Improve Business Letters. 
ven the dentists, doctors and lawyers 
seemed to like it 


ters and was particularly caustic al 


I criticized local let 
the I's, wes, ours, mine ind us, 
those obnoxious phrases which wind u 
with that, such as “I think that 
ee! sure that you will be glad to 
it 
\ few hours after the meeting 
nto witty Press Phillips, publicity 
Chamber of Commerce 
St. Petersburg. He 
a letter to me 


nvelope, 


AC 
Chamber of 
“that 
days ilong 
1 darn sight cooler 


immer tine 


1iCK 
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FOR LETTERPRESS OR LITHOGRAPHY 


NA 


Planning a new catalog, new posters, folders or display cards? Ask your 


paper merchant to show you samples of Ariel Cover. Note well its brilliance, 
folding strength and superb printability. See for yourself Ariel's wide range 
of colors, weights and finishes. Contrast this obvious quality with modest 
price. No wonder Ariel Cover gives complete satisfaction—every time. 
The Champion Paper and Fibre Company, Hamilton, Ohio. 

Mills at Hamilton, Ohio; Canton, Texas 
Philadelphia 


® Atlanta @ Dallas © San Francisco 


North Carolina and Houston, 
District sales offices: New York e 
e St 


Chicago ° 


Detroit Lovis @ Cincinnati 


THERE'S 


KROMEKOTE 


A CHAMPION PAPER FOR EVERY PRINTING NEED 





For excellent reproduction with 
catalog covers, post cards and 
inserts, or for packaging ond 
labeling quality products, this 
cast coated stock is ideal 


SATIN REFOLD ENAMEL 
Meets every requirement for 
quality publication and adver- 
tising printing—thenks te top- 
grade enamel! coating, folding 
strength and its receptivity to ink. 


WEDGWOOD OFFSET 
Superior in color, finish, and 
printability, this paper is un- 
excelled for fine lithography. It 
is available in a wide variety of 
weights, sizes and special finishes 


SPECIALTY PAPERS 
Champion's specialties include 
coffee bag, drawing papers, gift 
wrap, end leaf, food container 
stock, red patch stock, stencil 
board and pattern board. 


WHATEVER YOUR PAPER PROBLEM ... 


Sts a Challenge to Champion [ 





Pitney-Bowes’ 
new baby! 


DM 


...a postage meter 
for everybody! 


@ The DM is about the size of a telephone, takes 
little desk or table space. But it’s a real postage 
meter makes mailing quick and easy. 


@ Prints the exact postage needed directly on the 
envelope ... plus a dated postmark and a small 
advertisement (optional). 


@ Set a dial for the stamp value wanted for any 
class of mail, press the lever—and that’s all! Never 
run out of needed stamp denominations. And no 
more bother with adhesive stamps, or stamp licking! 


@ Pass the envelope flap through the moistener 
and it’s ready for sealing. 


@ A small container of gummed tape, fitted in 
place instantly, permits the DM to print postage 
on tape for parcel post, extra bulky pieces, etc. 


@ Protects postage from loss or theft . ..shows the 
amount used and on hand, on visible counters. 


@ The DM has smart design, good looks. . . costs 
little to use, is well worth the convenience—in any 
office, large or small! Ask any PB office to show 
you ...or write for free descriptive folder. 


@ Pitney-Bowes, Inc. 


2091 Pacific Street. Stamford, Conn 


Originators of the postage meter largest makers 


of mai/ing machines offices in 
93 cities in U.S. and Canada 





and Arthur Chadwick. Mortimer is 
the present president of the British Di 


rect Mail 


Chadwick, as nearly every reader of 


Advertising Association. 
The Reporter knows, was the founder 
of the British DMAA and is considered 


the pappy of Direct Mail all through 
out Europe. 

I wish some of the readers of The 
Reporter could have seen the subse 
quent party during which Arthur Chad 
wick taught Felix 
tary of the New York Mail Advertising 
reporter 


proper 


I'yroler, the secre 
Service Association, and th 
how to take 
British technique. 


snuff with the 
The next day . the wedding of 
James Stewart, associate editor of The 
Reporter. In between all this 

various parties with out-of-town visitors 
and direct mail greups which were 
meeting for something or other. 

How did this reporter get any work 
done . . . are you asking? Or why 
are we reporting these part es? 

Well ... it’s all in the month’s work 
of gathering material to Ri 
Keeping it with the 
people who are doing things with Di 


rect Mail. 


us to have a good time with our busi 


PORTER 
» } ] 
Perhaps ts good for all of 


1 
vdvertis ng people 


hair. 


ness. It’s good for 
to get together and let down their 
It's good . fiving around this country 
of ours, to get to know how big this 
country is . how courageous and 
prosperous our people ar nh spite ot 
ill the gloomy talk 

I was amazed at some of the things 
going on in Texas is you will see 
wuts and diapers” 


n Fort 


when you read the 
ory. There ire yUSINesses 
Worth which would put many “big 


city” direct mail concerns to shame. 
| bumped into J] llamy trom 
Memphis, 


stationery 


personal 
Here's what he 
told me 


M 
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Maybe that’s what is wrong with 


some of you direct mail 


You don’t have 
time with Direct Mail. 
out and meet the people who are doing 


copywriters. 


enough ot a good 


You don’t get 


things. You are shaping your ideas 


on what's happening in the big towns. 


You are affected by the depressive way 


n which people in the big towns react 


to the international, Congressional and 


market news. You don't know that 
out in this big country of ours, in the 


so-called small towns people are 


busy and happy and encouraged and 


looking toward the future. Working 


and playing. 
I have decided to travel more in the 
ure than I have in the past. I am 
out on the highways and 
byways and dig up material for The 


1m ople as 


going to go 
REPORTER Meet as many 
possible. I have our 1949 Convention 


Issue of The Reporter all planned 


ilong those lines and you ll ill be 


surpr sed. 


WAIT A MINUTE 


Several months ago this reporter crit 
icized the mailing piece Of a top-notch 


professional in the promotion field 


In his caustic comeback he charged 
that our criticism was “no doubt a 
direct result of his refusal to join” the 
DMAA, 

Of all the rot! 

1 
arately owned and managed. 


The Reporter is sep- 
There is 
no financial or editorial connection .. . 
except that the DMAA uses part of 
membership dues to pay for subscrip 
tions to The Reporter. 

Che Reporter is free, and always will 
be, to criticize or praise irrespective of 
membership or what-not connections. 

If there is any doubt on the question, 
please refer to article starting on page 6 
of the June issuc . in which ten mem 
bers of the DMAA are criticized rather 
severely. 

Tas reporter is silly enoug’ to believe 
that all of us in advertising should wel 
come criticism. If we cannot take it... 
we are in the wrong business. We 
ought to want to know how other 


people react to our stuff. Because “our 


stuff 


or should be 


s written for other fellows 
Concerning the piece criticized 

the author defended by reporting ¢x 

t results. O.K., tor the present. 

But how about the ill-will 


among those who were offended by 


created 


the high pressure and possibly insincere 
messaye- The people who do not re 
spond ire important... tor future 


DuUSsINCSS. 





++ 


All the n 


1a 





Telegram to Senator Matthew M. Neely, Chairman 
Sub-Committee on Postal Affairs, Senate Office Build- 
ing, Washington, D. C.— 











quiet unassuming guy in 
Houston who is doing unusual things 
direct mail Every phase of his 
yusiness has an unusual angle. His 
will boost him to the skies 
you want to find out what Fred 
ng, you must go see. 
quiet residential “heights’ 
Houston 
Fred Dexter 


employees 


where you will 
working with his 

n 10,000 square 
nodern tile building 


gns on the building! Why? 
says that direct mail is the one 
nedium which gives him the 


his customers; so 


other invitation to muddy 


p th waters 
at uindows he building! Why? 
Fred s 


that anything that does not 
Pecans & Dhapers” is a dis 


tr ) ( Ss ¢ nployees when they 

| Fo nd " Why let windows, and 
U t 1 be seen thru them, share 

uf interests ot ¢ nployees who ire hired 


) 
ibout nothing Ddut Peca 


mkey do, technique 


Going 


atmosphere ot act 
nfluences trom tl 
nature for ther 


© 
on in Industrial music, 


»y Musak, sets 


conveyor 


Houston 


. raphatypes, 
utomatic f{ ck 
cutters, bottom 

. ! \ I rach es, il! pive 
or ns t he f evidence that work 


i high rat 


nive 
Why? Fred says 


nes to the office to work; so 


to sell diapers on 


Who says it’s nuts 


ito step with his Staff 


1 
t done as quickly as possible 


to pecan than detract from, 


customers 


by Henry Hoke 


without salary. For shipping cartons, 


PI 
! 
: 


t's Gaylord . . . tor cellophane, it’s 
Dobeckmum ... etc. Representatives 
ot these firms come in and take inven 
tory periodically and shoulder the 
responsibility ot keeping Fred supplied 
n short 


never in CXcess never 


supply. Fred says that during the war 
he never ran out of anything ... and 
spot checks show that his tree-agents are 
doing a better job | nis price-wise, 
than paid agents are doing tor others. 
Fred's philosophy is to spend his work 
ng ume, selling where he can 
make a prot. 


Pecans and diapers! Why? 


thinking 1s very basic. 


Fred's 
He ts esse nt ally 
salesman. He maus to the most com 


, 1; } 
retail tood and drug stores 


the nation (525,000). He operates 
own post ofhce and own express 
tion right in his own plant. He is 
r 120,000 of these stores in 
with Pecans & Diapers. Fred 

j 


shouldn't pecans and diapers 

ral combination store trathe 
through his outlets are essentially home 
nakers The home-makers who pur 
chase pecans [tor Kitchen use are the 
samme home er ! ve the Dabies 
Food and y t ire constantly 


OOKING than tood and 
: , 

drugs, t c t tt home-maker 
trathe, and 1s their volume. 


What i I i 


1 
me-makers 


natural 


oftset yop, 


120,000 
ynfiden 
ae Bi 
help 
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1 profit. In other words, 50 ot “Con 
hdential” is used to help retailers help 
themselves, and th ther 50 s used 
to display Fred Dexter's Pecans & Dia 
pers Fred says that this torm ot help 
tul selling puts the monkey sec monkey 
do, technique to work for him out in 
the field. When the retailer is activated 
to making inquiry about one of tl 

rews items, he has everything in his 
hands necessary to hill out one ot Fred's 
order torms Fred nad postage [ree 
envelope along, urs and he 
doesn t miss a 


that “Con 

juses retaiiers tol 

Fred reports tl 

§ retatlers sist upon contr 

gy toward the 

by sending in s ) vd dollar 

Fred never rents his lis Why? He 
does not want arty to increasing 
the nail load g t us customers 


stores. When 


jobber has a piec lew store equip 


One man and a hundred and fifty women. Try to find Fred Dexter. 


ment or a new system, however, which 
, , 

Vailing efficiency plus! How? c : in good company wherever they 

ay ae ind help them Space will not permit reporting the Ihe idea clicked immediately. 
dozens ot ingenious Ways in which Fred General Foods came in first, with a 


n Fred’s opinion would be of genuine 


fewer em 
L en give such keeps his mail-selling<osts low , g Cabin tie-in tor Pecan Wafiles 
under Time 
e results. he his addressograph plates alphabet ur, ft, General Mills, Kellog 
at he calls ically geographically arranged. Every :, nd about 27 others followed in 


but here is a typical example Fred t as in 1937. Standard Brands, 


Likewise, postothee, quick succession ... with 500,000 out 
ree “eg with th serts each ... and Fred is now going 
lise which ul he postothce below As the wer the list for the third time. The 
1 and go through the automatic address cooperating firms pay for the outserts 
store nvelopes with the x’s clear Fred attaches them to his “Little 
he ts F tine ysundles to be Brownie” packages at his expense ‘- 
nxiou e tied out The envelopes with the x’s the home makers get about 12 different 
ider Mon ’ . ure used as facing slips for each bundl new exciting picture recipes eac year 
all sorting is thus automatically on the packs they buy out of the stores 


eliminated or Kitchen use, Everybody is wppy 
Idvertising or ' How? . . everybody gets more than they pay 


keeps on saying that if he does thing t The stores like the promotion be 


for other folks, they will keep on doing it helps them to sell other mer 


things for him. Fred also belies lal Chis is cooperative advertis 
his products will always be ju 1 | . . and, incidentally, 
the company they keep. An early ol ld the idea to the cooperating 

' in business allowed firms . . by mail. Fred also has 

co , , , , , 

n to put this philosophy to work. He lready worked the technique on his 
put a pictu , liapers by tying them in with 
yack of each tf | Litt n endorsement from the National In 
Brownie” Pecans: si act tute of Diaper Services. Both products 
} ins & D i} 


n the very best of company 


wanted to 


the home-maker ers, are travelling nation 
pecans new exe 
Fred figured that n r wh; d helps himself by helping others! 


I 


recipes he cooked u is would be w? Fred's triends have seen him 


just one of the ingredients. Why not ITO turning pennies into dollars 


n , ; rat i ising direct mail astutely. Fred's 


the other ing 1 c Trend reason logically that if Fred 


for himself, he can do it for 


ly has the 


issistance on 


Fred Dexter recipe outserts ’ ! ’ hen But Fred apparent 
issure “Little Brownie an ay hay faculty of setting a clear objec 
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SAVE TIME 
AND MONEY! 
TIE BUNDLES 

AND PACKAGES 
THE EASY WAY 
WITH THE FAMOUS 

SAXMAYER 
NO. 6 TYING 

MACHINE! 


Latest addition to the SAXMAYER 
line is this highly efficient general 
purpose machine especially suited 
for tying such things as mail in 
direct mail departments. Using 
either twine or tape. it ties all 
shapes and sizes of packages up 
to 6 inches high 
finished in enamel with white 


Attractively 
porcelain top. Legs furnished at 
slight additional cost 

Whatever your tying problem 
there's a SAXMAYER to meet 
your requirements. Write for il 
lustrated folder describing 20 
standard SAXMAYER Models 
serving over 100 different in 
dustries. 


NATIONAL 


BUNDLE TYER COMPANY 
Blissfield, 


Michigan 











tive . .. and staying squarely on the 
track . . . selling Pecans & Diapers. 
But why not let pecans help sell other 
tor Fred’s friends. Sure 
enough, Fred thought of it . . . the tech 


nique is called Double-Barrel-Selling. 


products 


The Reporter reported this phase of 
Fred's business to you back in July 1948 
Here is a recent example processed 
on Fred's attractive letter-head. 

M 15 


bt MET HIS WIFE 
\ DANCI 
Ir WAS EMBARRASSING 


profit 


third party 


s 
inulact 
er the nation 


nan ment prot 
management | 


s 


ss is a sole own 


' But Fred 


Fred reasoned that there were other bus 
nesses in Houston, the heads of which 
would jump at the chance to swap an- 
swers, compare methods, air out pro 
posed promotions . one man’s weak- 
ness was bound to be another mans 
Fred's 
» of the heads 


strength. The 


“Directors Club,” made 


inswer was 


U} 
guys who 


ot 4 grow businesses F 
were running their shows by 
selves. Fred's “Directors Club” meets 
every other Monday. The 4 members 
take turns being chairman of the board 
. which means that when Fred's turn 
comes up every 60 days, or every 4th 
meeting, no problems are discussed ex 
he leads all 
discussions at his meetings and is res 
ponsible to himself for the information 


Meetings 


cept Fred's problems 


ind guidance thus obtained 
ire trom 12 noon to three in the after 
noon at the chairman's ofhice 
chairman takes the grou 
trom | to 2 PM at his expense 

If any of the readers of The Reporter 


think that this guy Dexter is missing a 
, 


this reporter know. Yes! 


bet, please 


ler of The Repor 


ets lots of ideas 


ORCHIDS FOR 
THE REPORTER 


nk Sa old, sales and 
anager o um-V itac 
) Boyd Av 


M iH HH 


REPORTER'S NOTE We'll try to live up 


to your praise. Sam 
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CATALOGS 


@ HOUSE ORGANS 


FORMS 

BOOKS 
LITERATURE 
MANUALS 
NEWSPAPERS 
SPECIFICATIONS 
MENUS 
INSTRUCTIONS 
REPORTS 





“I am the office type compositor. I used to do the office typing... but 


now I produce the type matter for all our printing needs... from an office- 
form to a catalog. The Vari-Typer is a type composing machine. It gives 
me finished repro-proofs of type composition... instantly ready for any 
method of reproduction... with squared margins... spaced out with true 
typographic correctness...and with that finished printed look. It wasn’t 
much of a change-over from my typewriter to my Vari-Typer in simplicity 
of operation. But...the savings, alone, make possible a full printing 
budget well within the costs set down by our new strict economy policies. 
Printing is the life-blood of business. Don’t cut down on its supply... cut 


yo? 


down on its cost... with Vari-Typer 
The type matter for this ‘‘ad’’ was composed on the 


DS] Model. Its operation is the same as the Standard 
COMPOK ROW = Nari-Typer Model but works on the principle of ‘‘Differ- 
F widths of the individual 


ential Spacing.’’ Note how the 

characters vary. The DS] automatically spaces out each 
letter to its natural width, producing the true typographic 
appearance you seein this copy. It has instantly change- 
able faces in all the popular styles and sizes. The cou- 


pon below will bring complete details. 


RALPH C. COXHEAD CORP. 


720 Frelinghuysen Avenue, Newark 5, N. J. Send complete 


details at once. 


NAME —_— 
POSITION. 





COMPANY 





CO  — 
CITY ~ZONE——_____STATE 

















the horse 
speaks german 


REPORTER'S NOTE: Here is another helptu! 
article from the pens of those Dayton fellows 
Good advice for all 


liscover “mass selling 


toy 
letter writers 


rket was “oversold 


Did 


niantry 


you n the 


is no Ttuture 


rch 
rush 
as id 
i 
the 


They 


was either 


ill over 


grown 


horses 


H 


MIKCTS 


presidents 


rs al d 


dersta 


‘absolute proot” 


by 
john and bill yeck 





nore words 


into 


becn exposed to 


iries 


ks don’t work 


use the ones t 
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SWITCH 
TO 
MERCURY 
ACCESSORIES 


Time spent on press adjustments and 
wash-ups is cut to a minimum — 
reproduction bottlenecks eliminated — when 
you equip your office printing machines with 
Mercury accessories. The superior quality of 
these accessories not only saves time 
but also improves the appearance of every job 
you turn out — produces impressions that 
have the sharpness and sparkle of fine 
printing or lithography. 


Co 


FEDERAL AT 26TH D. M. RAPPORT 
CHICAGO 16, ILL. PRESIDENT 





papers praising the pictures of the cows 
We liked the pictures, too, but when 
we whipped out our mag glass 
and read the copy, we . well, we 
didn’t think it sounded like understand 
ible copy for men-who-own-cows. 
When we read Casper’s article on the 


same why. 


by s de, are 


subject, we saw Here, side 


what the copywriter and 
Bill said about the same things. Com 
pare them. 

COPYWRITER 








VETICILLIN” <i 


9 RR BERS Lewees FRmw Beetles 








Rudolph Fleisch points out in his “The 


Art of Plain 


on this subject), your copy should be 


Talk” (an excellent book 


casy to read 


that 


time 


It should be so easy to read 
first 


t. Your copy should be so 


the meaning the 


simple that you’d understand it your 
self if you were reading it the first time. 


n 


For mass markets follow the old ad 
a twelve old boy 


1 tk 
anc n 


ive, aay it to 


year 


in understand it college pro 


tessors will get the idea.” 


This doesn’t mean that all your copy 
nust be pitched to the level of a 12 year 
old boy. I 


ur trom it. It’s just as im 


portant to write ap to the level of your 


suditence as it 1s to write down To be 


est understood you write on the correct 
cl 
That's one of the great advantages of 


You 


or different groups. 


ect ma can write different 


You can use 


deas that are understood by 


one group without getting into trouble 
with other groups. 


: ' 
In searching for the correct level of 
wlerstanding for any 


riven group of 


readers, it’s a good idea to remember, 
of thumb 
The most common error is to over 


mate under esti 


the knowledge and 
the intelligence of an audience 

you suspect that vour letters aren't 
here are five 


Take 


hive questions 


could be, 


inom ike 


is they 
’ 


McKS you your 


ind ask these 


lear? Whether it’s 


t sO important Is it 


, 
sentence s complete Vv 
' 1 , 
rw itself, the w role let 


1 chance to De under 


you 


Are there b 


sranhs? 
iphs 


ton 


vet ween Papa 
unsaid ? The 

} 
sum up ecacn 


Now 


fter another 


or two. 


rds that are not generally 
pu i The se are 
or dificult words. 
1¢ words “copy,” “lay 

“mat,” “rough” 
Each 


ning is tecn 


letters to 


technical terms 
writing 
you should use the 


order [ hes 


understood. In writing about the same 


product to non-technical people you 
Underline the 


Are they under 


must avoid those terms. 
technical terms used 
stood by the reader? 

ls the 
enough, many letters are crystal clear 
Then 
degenerate into something like: 


offer clear? Surprisingly 
until they get to the offer itself. 
they 
“If you buy three of these gimmicks 
Fillers are 50¢” 
It isn’t clear whether the gimmicks are 
$1.33. It isn’t 
whether fillers are included or not. 

Although 


copy on anyone except an actual pros 


you get them for $3.98. 


95.95 apiece or clear 


t seldom pays to ‘try out” 


pect, the offer is one part of a letter 
that you can test on the elevator opera 
Read it to him 


What 


soon 


tor or the office boy 
Ask him, “Is it 
You'll 


whether or not the offer 


clear? does it 


say? know enough 
is understand 
ible 


Vou 


) 
words Arc 


hou 
, 


they the 
to? Or do they 


those 
words of the 


honestly about 


group you are writing 
reflect the education, dignity and, 


pe rh ips, even the pomposity of the writ 
. . , 
er? Are they the words of Charley the 


Butcher or of the advertising depar 


ment and the president of the company? 


you've changed your copy after 


I 
asking these five questions, you've pro 


bably increased its circulation . . . for 
your “audience” for any given piece of 


number ot people who 


it, but the 


copy ts not the 


ire exposed to number of 


real prospects who read it and under 


stand it. Only those people will be 


pulled your way by it 


Is that clear 





@ THE DMAA FURNISHED a plaque 
and merit awards for a recent Direct 
Mail Contest sponsored by the Adver- 
tising Association of the West. Winners 
were announced on June 239th at the 
annual convention in Vancouver. The 
plaque was won by National Broad 
casting Co., Inc., Radio City. San 
Francisco 2, Calif. 

The three merit award winners were: 

Yakima Seed Co., 14 S. First Street. 
Yakima, Wash.; Lewis & Clark College. 
P. O. Box 149. Portland 7, Oregon: and 
Helen Edwards & Staff. 617 S. Olive 
Street. Los Angeles 14. Calif. 
@ IF YOURE THINKING of placing a 
new product on the market . . . it would 
be a good idea to invest a quarter for 
the Commerce Department's latest 
auide book. Titled “Developing And 
Selling New Products” by Gustav E. 
Larson. It's 75 pages. 6° x 9°. A won- 
derful guide right from Chapter I 
{Locating ideas for new products) 
through Chapter 6 (New product mar- 
keting case stories). 
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SPALDING & BROS DIRECT 


Lithographed in 4 Colors 
om ptt Prlhe 


ICTOR KEPPLER, NEW YORK CITY 


approaching the long green 


Thinking about taking the afternoon off ? 
Will it be the country club 


or an auto showroom ? 


i sport goods shop 


Even if the above scene only causes you to sigh and 
make a mental note to go Saturday, color should get 
a great deal of credit. Lifelike color dramatizes a scene. 
Color puts “yearn” in a picture, ¢ olor helps lead 
men and women into top markets. 


If it 2s top markets and the “long green” you're 


approaching, four-color offset lithography can supply 
the top-quality reproduction that top-quality products 
deserve. Offset offers high fidelity of color, the free- 
dom to use paper stocks of exclusive texture, and 
extra elbow room for elaborate selling pieces. 
Offset lithography has other advantages for sales 
promotion in all markets—from mass to exclusive. 
Phat’s why you should read the message on the next 


page about getting “a better run for your money”. 





HARRIS -SEYBOLD COMPANY Manufacturnt- of Harrs- Offset Frestes- 











“a, aa he RE} 
v7 baigit Qered Ldlls 


Nec aud tar “a better run for your money” 


a new Harris movie... entitled “A Better Run for Your Money” 


. Shows and tells why, dollar for dollar, lithography 
puts more sales punch into printed messages. Arrange now with your 
lithographer for a showing to your own department, club 
or association—or write us direct. Harris-Seybold Company. 


General Offices. Cleveland 5, Ohio. 





THIS IS A DMAA BEST OF 


INDUSTRY AWARD WINNER FOR 


1948 


DIRECT MAIL SUPPORT FOR 
MANUFACTURER’S NATIONAL ADS 


by James M. Stewart, Associate Editor 


The Reporter has been describing 


and picturing, in the last six months 
or so, more dealer-help portfolios than 
ever before. Manufacturers are now 
realizing that good national newspaper, 
magazine and radio advertising add 
up to practically zero when local 
level selling (and advertising) is in- 
idequate. 

When the two are synchronized .. . 
when Joe Blow reads an ad in Life 


and then gets a personal letter from the 
corner store inviting him to come and 
take a look-see then you've got 
something. 

There have been many ways of ex 
ecuting such a policy. Sometimes local 
level promotion is completely company 


paid, sometimes partially subsidized . .. 
! 


dealer pays tor it 
nandatory 


ind sometimes the 


himself. It can be 
nore often is voluntary. 

Depending on the reliability and in 
terest of local outlets . . . the company 
will guide its mailing operation. Either 
the company ill entrust it to the 
dealer to get pieces out on time 

. or they will take care of list and 


mail from the main ofhece 


you H 
OAT THE MOVIES 7 


TRY A western Elect 


JULY 1949 


For July Best of Industry story : 
we ve chosen an excellent example ot 
sales 


a series of company-guided 


boosters. Prepared by sales promotion 
manager Sam Hudson of Hearing Aid 
Division of Western Electric Company, 
120 Broadway, New York 5, N. Y. 

with the aid of Benton & Bowles 
gren Kelley. 


Here's a voluntary program that is 


account executive 


jointly paid for by both company 
and representative, but is mailed by 
latter. 

First, a brief explanation of what 
a Western Electric Hearing Aid is. 
It's made up of two parts. The small 
receiver in ear (it’s actually attached to 
personal plastic mold inside ear) 
and small case containing mike, bat 
teries and amplifier. W. E’s instru 
ments sell for $155 to $185. 

In September of 1947, the first port 
folio of ads was mailed to 250 dealers 
in Western Electric hearing aids. 

Previous to 1947, they received, as 
soon as prepared, single samples of 
printed promotion with suggestion to 


mail. There was no charge for the 


EAR WELL 


- \ WINTERS TUE 


pieces. But it didn’t take long to find 
that this plan was not effective. And 
for a number of reasons. 

First, it was difficult for the local 
man to coordinate or plan his local 
campaigns, whether mail or space, in 
this spasmodic fashion. Second, since 
he didn’t pay for it anyway, there was 
no compulsion to use it. “I'll take 
1000 . . . maybe I'll be able to use 
some of them sometime,” he said. Also, 
Western Electric found it could produce 
pieces of better quality and m re of 
them on a cooperative cost basis. 

So in 1947, the first “packaged” plan 
Since then two others have 
a new one in the 


Was Dorn. 
appeared with 
works now. 

Each follows the same general pat- 
tern as its predecessors, with improve- 
ments in each. Whenever possible, 
Hudson and Kelley take to the road and 
get personal reactions, likes and dis- 
likes of local people. They then mold 
the next production around their re- 
search. 

Hearing aid dealers’ prospect lists 


/ 


Continued on page 2U) 





Advertisement 


AD MEN CALL C.A.’S sr sit'tea' care, 
"SEVENTEEN STEPS” 29 5c 
BOON TO MAIL USERS =<: hoe 


Direct-Mail Course Complete 
With Samples, Gadgets, ete. 


The first of “THE SEVENTEEN STEPS TO 
RESULTFUL DIRECT-MAIL”—a complete 
practical course in Direct-Mail planning 
production and procedure, offered 
y CIRCULATION ASSOCIATES, 1745 
roadway. New York, is now in the n 
hands of leading Direct-Mail advertisers Ww hy q eneral 
from whom it has received a flatteringly . , 
ecepuor | Circulation? 
nthe company s iong experi 
duction of resultful Direct 
y of the country’s leading 
THE SEVENTEEN STEPS 
bench manual” of 
nd procedures 
1 the com 
nolr juctive mailing lists to the final 








mnaiysi i returns 


DESK-TOP FILE INCLUDED 


1ddition to the authoritative discus- 
{ every phase of Direct-Mail pro- 
purse will include a profu- 
xctual samples of currently suc- 
irect-Mail material. together with 
le working-tools as 
rd-forms for production pro 
ling and result-analysis 
2s, color charts, trick folds 
nd other “showmanship 
materials 
course conveniently at 
reference, CIRCULATION 
is including in its offer a 
ng cabinet to accom 
the seventeen sections 
i the accomp 
which ill be mailed t 
{ three weeks — but 
that you can ada 
reference 


rect-Mai 


TOKEN PRICE FIXED 


ny thousand f hours of effort 
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make Joe aware of hearing aids in case 
he’s having trouble hearing 

Displays for the store counters and 
windows are provided at a small cost 


Range from colorful plastic stand 


($6) to paper decals (3 for 25¢) 

\ well rounded mat service [tor local 
newspaper advertising is offered free. 
The portfolio actually has mats and ad 
proots . . . so all dealer has to do is 
Western Elec 


tric advises that dealer tell store staff 


contract for the space 


when and where their ads ll appear 
so that they can check on effective 


. Th 1 
ness he “pullers” can n be rerun. 
The ads vary in size and appeal (chosen 


from survey results 

Last spread in book tells about the 
national magazine advertising that will 
be sponsored by Western Electric. Com 
plete schedule S pro ded 

Portfolio 
shown that inquiries are ol 
Western lectric itself 


’ 
runs ads in local newspapers encour 


explains how tests have 
lower cost 


ging readers to writ ) FE. in 


New York City s vddress 
1 
Improves pulling 


So, dealers 


will appear in « 
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dealer run his own ad over his store's 
logotype to give double-barrelled bar 
rage. 


A Few Items 


To complete this report, we'll men 
tion a few items that appeared in pre 
vious spring—1948 portfolio. 

There was one section that told how 
to go about setting up a hotel demon 
stration It was found that some 
dealers had successfully contacted peo- 
ple outside of their territory by estab 
one-day-a-month 


lishing headquarters 


in outlying districts. Made it easy for 
people to buy batteries and new ma 
chines 

So Western Electric boiled it all down 
nd offered three pages ot advice 
with layouts for lobby cards, et 

Mail ngs to otolog sts and general 
practitioners were urged. A letter is 
offered along with printed pieces. 
They're 3” x 5” index cards that can 
be placed n doctor's file for reference. 
One of the cards tells about the aids 

the other about Western Electric’s 

Audiometer (testing apparatus). 


One of the supplied speecnes we men 


tioned a short while back ended 


this not 


I 
) 
I 


k 


Read between the lines . and you 


might see the importance of manu 


wcturer and dealer understanding the 
customer. Unless they all know how 
to “hear” each other, know what each 


| 


one likes, wants and needs there 


can't be an effective coordination of 
promotion. Tie-in between media and 
between sources of advertising is im 
dealer thinks the 
facturer said “Wednesday” » « and 
thinks 

there will be no reason for 
a drink. They'll all be about 


as befuddled as the three deaf men 


perative. If manu 


manutacturer dealer said 
“thirsty, 


having 








Yes, more than a million pieces a day leave Excello . . . 
printed catalogs, direct advertisements, broc hures, book- 
lets and folders for Nationally Known companies of out- 
standing character. From this complete plant equipped 
to print letterpress, offset, mount and die cut, flows the 
sales tools of those who know that business is built on 
quality printed sales messages delivered on time. 

Priced competitively to give you a better printing job 
at a lower cost and still deliver the impact of quality. 


Quotations? 


intelligent quotations. We want the jobs that 


belong to us. 


xceL.to Press ... 


LITHOGRAPHERS + PRINTERS 
400 NO. WOMAN AVENUE CHICAGO 24 Hi 





sure. Our business is built on 





NL cxallo- NEvada 2-2100 
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POST OFFICE 


By: Edward N. 


Mayer. Jr. 


The 


ms anything but 


the Congressional Postal Rat noot question House Com 


ve finally been concluded see unanimous 


we can sit back (not too com lesire for even a “fair” bill with 


wat wr tne ly to 


Ho 


; , 
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nothing Senator 
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Post Off« 
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rt nothing 


nany organizat s 


practically every type o 


he he if 


innounce!l nt was 


Washington newspapers 


} ; 
oO 


ofhcial record 


t session ol ne made 1 stenogr 


on June 30th said. “I'm ea session and 


n ott il representative of the 


()thce was present 


Senator Neely started the 


W SaVINg the memb« 


] 
ofa vi 


(Commiuttee were in tavor 


me 
Sub-Committec 


isers Was finally held on June 


ny 
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rs of his Sul 


to be written) that would 
100 million dollars 
llion called 


Then he 


rate 
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for in S.1103. 


he 
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said that expected some 
legislation 
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this session nygre u dn't make 
| legislation 


ir wi 
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Hlouse or il the Senate 


Senator s 
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{| 
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It's “True” again! 
IN ADVERTISING IS ACHIEVED 
Product is favorably 
and Recommended. 


THE “ULTIMATE’ 
when a service or 
talked about 


If you like what you HEAR... 
CALL US — STillwell 6-4740 
WHAT CAN “TRUE” DO—TO SERVE YOU? 


Creators of Promotion Campaigns — List Brokers 
Multigraph Production — Litho-Offset Printing 
Complete Mailing Facilities 





We therefore suggest you inquire about us. 


THIRD CLASS 


$ 35.000.000 roceedil 


ous iSSt 
usua 
j 


tain 


SERV 


I 


specitk 


SPE 


\l ICES—Th 


re such 


ses In 


ven at the meet 


ng 


to i ipproximately 





LET US EXPLAIN THE “TRUE” PACKAGE DIRECT MAIL DEAL 





TRUE — SULLIVAN — NEIBART ASSOCIATES, Inc. 
(Just 10 minutes from Grand Central Post Office) 


47-3) Thirty-third St. Long Island City 1. N. Y 
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ization Plan #3 to the Congress. The 
plan follows pretty closely some he 


recommendations contained n 1 


Hoover Commission Report, seems to 
* 
ent chance of passage, and 


Nave an exce 


concluded with this paragraph 


I nding to the ¢ 
Although full details of the suggested 
reorganization are not yet worked out. 
Board 


Ady sory 
1 


very wel 


the ippointment « ir 
uded ind it ties 
such a Board 
DMAA briet op 


” 


sim 

with the suggestion tor 

that was in the 

posing S.1103 and H.R 145, 
Here's what Section 

Savs 


Ss 


ilways fol 


24th 


But almost 


owed 


sunshine is 
by dark clouds, and on Jun 
President sent a special nessage t 


1¢ Congress 


ibout the Post Office 


isked for most of the remaining 


ommendations contained in the or 
il Hoover 


President's 


Report Untortuant 
nessage) concluded 
1 request tor increased Postal Rates 
over $400,000.000 


nec 


So 





@ THE 63rd ANNUAL Convention of the 
Printing Industry of America will take 
place at the Biltmore in Los Angeles, 
November 13-17, 1949. For further de- 
tails write PIA at 719 Fifteenth 
Street. N. W., Washington 5, D. C. 


BRS TS A aT 
The 
College Graduate 
Group 
Tested Mailing Lists: 


Rental $15 per M 
793,300 MEN: 


239,600 WOMEN 


Ask for descriptive cards on 
these and many other lists. 








Industrial List Bureau 


45 Astor Place, New York 3, N. Y. 
GRamercy 5-3350 





One Advertising Man 
to Another 


GEORGE KINTER’S MONTHLY LETTER EXPRESSING 
ONE MAN’S OPINION 


You may | n a bit surprised, wl wall, unmarred except tor a spot 
Henry, on receiving post card bear which at 


ng the picture of a hospital and the old 


than 
| 
i 


But that spot occupied 


first appe ired no irger 
1 thumbnail. 


reat deal of my attention during 


me, cl rst Tew days on my yack ind pre 
Well ) iv 4 Te | n more difh« 

ind I would | li] o| ‘ ! t luce my tet 

there to en The Spot 

entertained t the t Sometimes it 


You see 


Mayle 
lse and Isic ing \ t R « ts tail or scratch 


fish that swar 


times it LOOK t 





Push “Em Up! 


tse the merchandising-by-mail skill that has« 


AWARDS for ir 
Nhrend 


recently won 78 NATIONAT 
crensed sales and profits Various 
created campaicns are preducing from 5 
bi sales now! 
experts will werk for RESULTS for VOU the 
direct economical ways For full details—with 


out oblication—eall MU 6-3212 now! 


IT PAYS TO AHRENDISE! 


ENCEPTIONAL ACTILITIES 


Creative art and copy staffs 


snd) preduction equipment = in 


10,000 square feet, for fast 
fresh, effective sales promotion! 


DW. AMREND COMPANY 


sesist you with all er any 


333 EAST 44TH ST 


your promotion preerim 


te 


Our staff of sales promotion 


NEW YORK 17. N. Y. + MU 6-3212 


nperature 
he asterisk 
vossible typ 


id in the 


ec. Never 


of those 
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sion trom the DyanShine, 
rw ird in d national 


ted to 136 


Betty has probably written to all the 
Hawk-E ye 
Gazette, and has given them the results 
grocers, drug stores, shoe repair shops, her findings and a talk on 

are spending on 


their 


© insert the idvertisers in the 


DyanShine letter dir dealers 
sales 
etc. ising the money they 
you will return this letter to 


the Hawk-kye Gazett 


within the ne 


letters to 


Hawk-kye 


Merchandising letters are a form of 


increase space in the 


ofhece Gazette 


Ww 1] send 


31.00 mil s an advertising medium 
trouble newspaper, magazine, radio, 
Betty Sat back and 
ted 48 hours but 
solitary request for 
Much 
babushka and started ot leart the 


h ind, 


number of the 


nail advertising and direct mail 


direct 
just as are 


outdoor 


and point-of-sale. None of these media 


in be blamed for inefheacy in de 


livering the advertiser's message. If the 
perturis message is not heard, read or viewed, 


lame rests entirely upon the users 
! that 


come >i the med 
honesty 


now i—and goes for ad 
dealers vertisers whos and ethics are 
not one admitted read above reproa h 


most of them were i} 1 
. ; , The blame rests on the honest and 
nsuilting, m the 
” thi il adv I 


ertisers because they have 


chandising letters ; . 
: : lone littl or nothing to curb the use 
Betty s 


} 


of the various media, by those who are 


| 1 
shocked 
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me I ‘ t lot of 
1 and sincere 
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reach my tossed . M , 
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wastebDaske t ) eCcause F 
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sers do not fully realize that a 
How many 


order of advertisers are handi 


They 


1dvertising 


tossed n opened, 


| their efforts. have been 
offered a he 

} 1 
tence hat the greatest handicap lies in the 
its f 


puolic § misunderstanding ol 


offered rewards know 
No reward 
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them. : 

However, I do not throw the ad ing an 


Protession’s 


“Def at 
they Protession 
yustily rie 
advertis 
take the 


it and finance 


they are prone to 


word for 
ertising letters I r waste ure , 
Real 9 Sant, Ste of educational campaigns. 
basket merely Deca 0 . th i 


certain advertisers Undoubtedly the public needs a bit 


surprised to leart education in advertising, but 


I've been vip t \ r the | t yreatest need exists right 


' 1 
people opinion, a course essons 
ears to adil idvertising would not chan ¢ the 
nn | , > , ; , 
over annoved 136 dealers who didn’t 


DvanShine that 
Betty's offer . . yut it thin the 


ce of the 
gence nsultes 


letter carried 


read the 
amount ot 


insulting realm of possibility that the manu 
the air facturers whose merchandising letters 
| 


iused the dealers to turn thumbs down 

} ' 

worth n all merchandising letters could be 
ler ’ 

ERS ucated to the value o 

hone st, 


hes 
vertisers 
f raising th 
makine 


letter by 


indards their 


ertising helpful to dealers instead « 


These peopl r ’ r and 
harder to reach 


real n ol 
Betty 


in th 

probably 
1 1 ia idvertisers who if in 
which a uns 1 
“y n false, misleading and un 


yt of resear ] 
claims ana 


; believal nsulting the in 
mewhat mn ' ea 
igs * , telligence oO! a large part of the 
ol I I tr . 1 


n order to reach the 


neshlt 
ed efhcacy <ggam 

And, she probably rush 

Hawk-kye Gazette 


babushka and dashed 


unintelligent, 


could be educated to higher standards 


of advertisin 


: Rae | | 
to the editor who If found that they are not susceptible 


strange behavior « 1 ceiy yy | to such educat on, other means could 


ol merchand sing letter } s | ve used that would not only educate 
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So you've already GOT a 
good mailing list. . . 


That's fine! More power to you 


and to the list. Specifically, more 


earning power Jecause your 


list can work tor others, same as 
it does for you. 


Every year, hundreds of firms 


like yours receive extra revenue 


trom their lists by renting them 

through the D-R Special List 
Bureau to non-competing 
mailers. 


We'll gladly explain further how 
your list might prove more profit 
able Just write on your business 
letterhead for our descriptive fold 
er: “RIGHT UNDER YOUR 
NOSE.” 


D-R Special List Bureau 


Ine 
80 BROAD STREET 


BOSTON 10, MASS 











the most direct way to address 
direct mail 


EU RE]K\A) 
AND MA 


the 

direct mail 
mainstay 

of the country's 
largest firms 


Eureka’s original Duplistickers and Mail Aids 
offer the simplest, fastest and most economi 
cal method of addressing direct mail pieces! 


Perfect register, especially made paper for 


clear carbons, a wide choice of sizes and 


colors, a minimum of perforations: all of 
Eureka's 
Duplistickers the most direct way of address- 


these combine to make original 


ing direct mail —in the most economical 
fashion' 
Accept no substitute! For 
best re sults, insist on the 
original Eureka Dupli 
stickers* and Direct Mail 
Aids! 


*Reg. U.S. Pat. Off 


EUREKA SPECIALTY 
PRINTING CO. 
Scranton, Po 





as 


old-fashioned 


coffee-grinder 


true, it served its purpose, 
but today we demand more 
Your present envelope may 
still do the job, but why not 
let it do more for you. Our 
personalized envelopes will 
really do a bang-up sales job 
Our unique striping process 
can add so much more to your 
present envelope. It will give 
it that necessary eye-appeal, 
which is so essential to direct- 
mail selling. So dress up that 
old envelope with color and see 
the difference in your returns 


UPPLES ENVELOPE CO., INC. 
360 FURMAN ST., B’KLYN 2, WLY 








THE 
100,000 a 
SELECTED OWNERS OF U. S. PLEASURE 
CRAFT AND PRIVATE PLANES 


Entire list completely circularized every 
50 days by our own publications. 97° 
rddress accuracy guaranteed 

LISTS THAT PAY OFF. SEE YOUR BROKER 
BOAT & EQUIPMENT ws 


ae% I ‘ Street ew ork i 


AIRCRAFT & CQUIPMENT NEWS 








DIRECT-MAIL COMBINE-VELOPES 
The 4-in-1 Direct-Mail Soles Package 
Include Outgoing Envelope, Sales 

Letter, Order Form, Return Envelope 

Delivered Ready to Address 


W rite 
THE SAWDON COMPANY, INC. 
484 Lexingten Ave. New York 17, N.Y 


the hard way but earn greater 1948 . It comes in the tor 


vic respect for advertising. cord album Arty cover too. 
That would be forced adherence to Open cover and there is ar invitation 


ules of ethics adopted by the var by president Jones to “sit in on annual 


mecting \ 7 9 H-paye booklet 


948 oper 


advertising 


is Drancnes ol 


Many of the codes worked out 


dopted at annual conventions 
window dressing and not in ight hand | *~ album has 
x adhered to. However, I 1 that « mm conventional 


re ¢ nough honest, 


lecent and 
advertisers to make them bind 
me method could be 
vorked out whereby the public could 
ad acquainted with thos whos 
tailed to meet the standards 
codes 
ne such st 


the Hawk-k ye 


Nners ar oO 


MORE ABOUT 
SPEEDING 
UP REPLYING 


May Reporter (Page 35) we ran 
ind offensive re 
We criticized i 


tor responding 


ADOUL sloy py 


not handle tem 

tached letter” on a 

rinted torm 

ltred Allen Watts 
n Street 


us ther 


ANNUAL REPORT 
ON DISC 


Company, 
sas City, Mo 


Ke 
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New York 11, N : lipping 


Ire 


York 11, N.Y. sent usa clipping Serry or Sliviod? asthe wes eth. THE BOSS WRITES 
nlusive «- «it I story sist the four firms nn yet head from. J DIFFICULT LETTER 


nclusive t tell 1, sad story. 


Read it carefully ’ whether a ' ; , 
‘ Here’s a little story which should in 


you are getting more ot f your ad , . ° ’ . 
, many of you. We cannot revea 


ve 


so 


aT 


rtising budget than some of the lost . Soe: alld terest ] 
uls described. t to ( t nal ll et name or location at present. 
Here it is t Ivertising One of the country’s top executives 
retired . but couldn't stay idle. He 

» VENTUR : ‘ wd heard about the shaky condition of a 
. , “por f re , ea certain company and bought it 

The company had been mismanaged 

had lost goodwill was falling 

part He and a carefully selected 


to rebuild. Working 


with about a hundred emplovees 


ussistant started 


rather than with hun lreds of thousands 
is in days past 

After the first month of operation, 

s ww owner wrote tne follow ng 

to his « nployees. It was mult 

filled n and sent to each 


ho ne addre SS. 


REPORTER'S NOTE: When will advertisers 
and their agencies learn to use direct mail 
intelligently? We've been howling about it 
for years ° with discouraging results 





PONKER MO*KS 


LA CORPORATED 


2 
GRAVERS SINCE 187 





460 W. 34th ST., N. Y. C. 





LONGACRE 4-2640 
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Step Up Your Mail Results 
with RETURN-A-CARD Letters 


Return-A-Card Letters put a preaddressed 
order card or envelope at your prospect's 
fingertips and keeps it there until he uses it 
There's no chance of your card being mis 
placed no lost orders because of 
lost cards! 

THE CARD IS 
ATTACHED 
TO THE 
LETTERHEAD 


RECENT EXAMPLES OF HOW RETURN 
A-CARD LETTERS INCREASE RESULTS 
BY MAIL 


Return-A-Card Letters cost no more than ordi 
nary letterheads. You can make a Return-A 
Card mailing for as low as |e cents per set 
up to 3 cents per set depending on quantity 
This jncludes a two-color letter with the 
Return-A-Card printed and attached and a 
special window outside envelope to fit 

Write or call to see samples of these improved 
mailing pieces 


Tested Sales Producers, Inc. 
131 West Sird Sireet @ New York 19. N. Y 
Plaza 7-8573 


“LET THIS ... 








Guide you to 
better Direct Mail 


W rite 


HENRY HOKE 


17 Past t'nd Street New Vork 17, N. ¥ 


personally te 











That's a fine letter 
the I's and we’s which had 
n this case. You guessed 


ng about the company 1s 
\ new spirit in the air 


When this 


ice on how 


new boss 


to revive or 


Im spite 
to be used 
Every 
} 


asked | our 


reorganize 


lirect mail operations, we told him 


Chain your mailing list 
your desk 
the letters 


Make 
with 


them as 


your dealings your 


No one else can do it as well 


A SMART GIRL 


Here's a wrinkle 
Mail The 
trom St. John 


Street 


new 

story 
sulletin 
New 


: 
you want Ilma‘s 


73> West 45th 
N.Y. if 

u'll have to get in touch 
it St. John’s. 


story 


ik CONTINENT 


You supervise it. 


with 


cabinet to 
You write 
sincere as 
employees 


is you 


Direct 


came to us in recent 


Associates, Inc., 


York 19, 


address ... 


Bob 


with 


MERCHANDISING 
METHODS 


x Ross, 71 Vander 
York 17, N. Y. has 
woklet utled 
Three Dis 
Are Rooted 


New 


7” book lists FSR 
some good com 


ner handising 
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viding amp! 
th Drospec 


important 


POST CARD 
CHECKS 


The American Savings Bank of At 
lanta, Ga., has made bill-paying a 


bit more pleasant and easier for cus 


tomers . . . by means of their year-old 
penny postcard checks. 

Now, when the first of the month 
rolls around . . . there’s no need for 
envelope, stamps, et All Atlantans 
need do is fill out the postcard check 








address it and drop it in nearest 

mail box. The cancelled checks are 
returned with a record of dates mailed 
and address of recipient. The cus 
tomer’s address is on check .. . elim- 
inating the customary clipping of check 
to covering envelope by recipient. 

Bank charges a dollar for 15 post 
card checks, which pays for checking 
account privileges for a month. No 
minimum balance necessary 

You don’t have to be A. Einstein to 
figure the economy involved. Inciden 
tally, those with forgery-phobias may 
rest at ease. Because the only ones who 
have access to check are postal em 
ployees and recipients. And they are 
hardly forgery -minded. 


SWEET MUSIC 


Dear Henry 


I have been a 
some time and 
gain an imvaiuabdie 
When | worked tor 
newsstand 
saying was 
could gain the quival 
tion by following 
books, and close 
cation. If that 


for The Reporrer 
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LETTERS IN 
PUBLIC RELATIONS 


Each month Hugo Wagenseil & 
Associates (Advertising Agency) Tal 
bott Building, Dayton 2, Ohio sends out 
a public relations bulletin based on some 
public relations subject. Recently, one 
of these bulletins was devoted to “Let 
ters—An_ Excellent Public Relations 
Tool.” 

Here is part of the copy: 

LETTERS {N EXCELLENT PUBLIC 
RELATIONS TOOI 


pO IT TODAY! 


DON'T FORGET T 
LETTERS, FITHER 
We 





“Tops In Industry’ 
Mailing List. 


The ideal list for— 
(Investments. Insurance. Financial 
Services, News Letters. Subscrip- 
tions, Fund Raising. Industrial 
Services & Products. 


® We furnish residence and/or 
business address. 
® List can be broken down by 
states for test. 
© 98%, accuracy guaranteed. 
PRICED TO FIT YOUR BUDGET 
— $8.00 per M. — 


De Groodt & Associates 
Incorporated 
Michigan 2-4900 


87-29 78th St. Woodhaven 21, N. Y. 











Convention Issue 


The September Issue of The 
Reporter will be the Convention 
Issue . . . more valuable for ad- 
vertisers than ever before 
bigger and better than the glam- 
crous “Pie Cover” Issue of last 
year. 


It will be mailed September 9th 
in plenty of time to reach our 4500 
subscribers before the 2lst An- 
nual Direct Mail Advertising As- 
sociation Conference, September 
21 to 23, Congress Hotel. Chicago. 
Magazines will be available on 
exhibit floors and conference 
rooms. 


The Convention Issue will also 
circulate at and during the Mail 
Advertising Service Association 
Convention . Congress Hotel, 
for the four days prior to DMAA. 


If what you have to sell helps 
direct mail users solve their ad- 
vertising problems, decide now to 
reserve space in the Convention 
Issue. You'll be glad you were 
seen before, during and after this 
important direct mail season. 

Closing is August 19th for conv- 
to-be set; August 23rd for plates. 
Write, phone. wire now. the 
amount of space you'd like re- 
served. 


THE REPORTER 


17 East 42nd St., New York 17, N.Y. 
VAnderbilt 6-0888 MUrryhill 2-1607 

















Those two little words 


THANK YOU! 


Have y é written 
THANK YOU 


Moar 


end é | 6 THANK 
YOU LETTERS— jatior 


* 
MARY ELLEN CLANCY 


250 PARK AVENUE, NEW YORK 17 


Addressing 


Multicraphing - Mimeographinz - Mailing 











2%" A MERRIE—and ‘*%*Suuires 
PROFIT-BRINGING 
CHRISTMAS for YOU! 


THOUSANDS OF WELL-TO-DO 
NEW CHRISTMAS 

MAIL ORDER CUSTOMERS 
for YOU 


WRITE us al! about it TODAY 
for tailor-built-for-you 


MOSELY MAIL ORDER 
LIST STUDY 
— FREE — 


Dept. R-6 
MOSELY SELECTIVE LIST SERVIC 
cMail Order ¢ i BY Neadguarterd 


SPREE PS PSPSPS PSPS PSPS PSPSPS PS PSPSPS PSPSPS PE PSPS PE PS 
ION ig ik Dik ik Tk kk LLL LL 


* 

Mi 

36 NEWBURY STREET ¥ 

BOSTON '6 a 

New CHRISTMAS MAIL ORDER 
CUSTOMERS IN VOLUME 

DIRECT MAIL to YOU! ¥ 

¥ 


© PE PS PS PE PE PS PS PES PS PS PS PS PE MS PEF 


SPARE RARER RE ERs 


BEN MORRIS 
ot vulletin naturally stress 
letter reating abilities of the 


Agency. W 


IT PAYS TO 
ADVERTISE Paes — ata 


rather startling 
reported on = nount will | 


wo, I received a letter 
ince company that con 
Statement, 


’ re £ Row S 
Page five of April issue « paid you in a 


P , 
senes 9 . tolder nt } | 
A ciever pob-seeRing, +-page tolder sent sin sum at vour death, which we 


t by Ben Morris. 
Did 1 iittie 


wreter. 
rd H 


s, 141 Broadway, 


s what you 


. tollow-up and here's was : Din Morris. 
Ben's reply: 2 orris Associate 


me Oe 
the May 


° started his fine 
meeting ol the 
sers Association. Tied 
th Mav Reportrer’s “How 
r Correspondence” by 
») 


busi 


go imtoa 
| mmpletely reor 
tant every-day business 


He told t 


YOUVE HEARD IT BEPORE 


CALENDAR LAYOUT WITH CLIENT'S “SUGGESTED” CHANGES 


vy . et 


e FAA about some of the 


—s 
| 





ed 





\a"\ vt 
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ryeseie 
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ADO teteretattestoe] 
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. the year to win with Direct 
MASA label 

T akes good advan 
tage of an unusual, but happy, situation. 
THE CLANCYS ARE LUCKY ; 
HOORAH! HOORAY '!! 


“1949 ., 
Mail.’ 


Here's the copy. 


atrocious letters he has seen. . . Sent out 
by many of the largest banks, insurance 
outfits in the 


companies and other 


country And more important 
what they could do about it 
Here are Richard Morris’ suggestion’s 


fair and thorough 


for making a 
test of your own company’s letters. 


l he Vy are good 


WINNERS 
we Ma 


ANNOUNCING A NEW 
HOUSE MAGAZINE 


We liked the way Fisher Corporation, 
Ltd., Honolulu, Hawaii announced its 
Vol. 1, No. | of a6” x 9", 8 page house 
, Attached to 
slip bearing this 


magazine “Fisco News’. 
” ” 
cover was a 4 x 6 


message: 


The message was signed in printed 


simulated handwriting, “All of us at 
Fisher Corp., Ltd.” 


Good handling! 


HOW TO 
START A BUSINESS 


Willis S 


(advertising), Fort 


REPORTER'S NOTE: Amen . P 
Calvin G. Bersch of the 
Martin Company 
W avne 


esting case hist ry 


Indiana submits an inter 
LUCK OF THE IRISH | A friend wanted to 
establish himself as a manutacturers 

representative. 
Received this card m Mary E! for him Sent out 135 
Clancy, 25 I nue, N. Y There were 


Calvin wrote a letter 
individually 
74 replies. 
The new business was started and is 
Here’s the letter 


typed letters. 
} 
prospering nicely 


pr 
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Professional 


MAILING 
LIST 


uw 
Veterinari 


* Corrected daily. 

* Stencil addressing at low 
cost. 

*® Write for count bulletins 


and prices. 
* 
Fisher-Stevens Service, Inc. 


345 Hudson Street 
New York 14, N. Y. 











PROFITS 


For you! 


MULTIGRAPH 


SINGLE BAR 


This Solid Uni-Bar Turns Your 

Multiarapvh Into A Printing Press! 

el ne ae ag My 
e Forr Rooklets 

and al f Dealer Helps 

" ‘ t for additional 


and mprint 
Statements 


Multier nh becomes a gold 





@ Full 7° line cast to perfect heicht & align 
ment @ Clean new type for each job @ Type- 
writer faces to print thru ribbon or ink @ Keal 
printer's type up te 24 pt. @ Cuts costs up 
te 26 @ Cuts time up te 764%. 





aa Ve me and money 
ts with UNI-BAR 
lide into p 


lear 


108 TYPE FACES ON HAND—6 TO 24 POINT 
Underwood With Underscore—Keminete 

U nderscore—Memphis Medi h 

Veeue Medium With Bold—Futura 

With Bold—All Accented Foreicn Types 


WRITE * WIRE * PHONE 


atalog 














is an example for those who might 

p J want to use Direct Mail for a similar HAROLD STEDFELD of Stedfeld & 
f "ame for fame purpose, en Inc.. Cleveland 15, Ohio was 
@ There's possible fame and burned up at Billy Rose's column which 
fortune in that sales letter you Mr. R. D : ' appeared in The Cleveland Plain Dealer 
will write today so wouldn't . of June 20th. He thinks the title of this 
Milw item should be. “A Rose by Any Other 
: caine ; Name Smells.” In his column. Billy Rose 
told the “Hot Dog” story as original 
’ grade A Rose stuff. He did not mention 
lined manufacturing method the fact that George Trundle, Jr. of the 
Hill engraved letterhead. now ; Trundle Engineering Company. Cleve- 
: : land, wrote it ten years ago and The 
REPORTER reprinted it in our March 

1949 issue. 


t be a good idea to frame it 
with a Hill engraved letter 
head. specially desiened to he 


se Due to new strear 


cost but a fracton more 
ind sometimes less. Used by 


famous Dusiness Organ.zations 





throughout the country ask 


for samples, and details. 


@ ONE OF YOUR REPORTERS recently 
— . ’ was placed on the prospect list of the 

ron HILLhane _ Provident Mutual Life Insurance Com- 
al yette S ew York , ; pany of Philadelphia. Shortly after 
. we received a filled-in letter on first 
page of 4-page folder. Inside a beauti 
Remember iul, 1154" x 1334" reproduction of a 
- ; famous painting. Letter on front from 

WM. F. RUPERT ; M i ? ‘ Nelson White. manager of Direct Mail 

Compiler eof national birth ‘ department olfers 12 more just like it 

RECENT lists EXCLUSIVELY for the , packaged in a portfolio. Also some 
BIRTH east toy sense insurance material. The paintings are 


LISTS oO Fifth = - Vork 11 CASE HISTORY difficult not to ask for. 
REPORT 


List Planning .. . ; 
; age Readers of The Reporter should find 
List Building eee some pon of interest in this report 
| 


List Maintenance .. . which reached us on the letterhead o 


2 the Hudson Sh pping Company Inc., 


15 West 46th Street, New York 19 


Telephones Canal 6-634 























“Plain Jane of Direct 
M H 


M 


Mail.” 


all 


THE REPORTER 
of Direct Mail Advertising 
17 East 42nd St.. New York 17. N. Y. 














7 nt tyP 
— we your Elio raclv 
We will © Our price 

et . me 

$16 e e on ira in * e 
e. ne point REPORTER'S NOTE: Your pieces are very 
= to any d. and they should work. Sorry \ n 
a sip ee goo an ey shou wor orry we can- 
ar not reproduce them here We agree that 


and 


the pen-script memos are very effective. You 

will have to do some experimenting with 

: “1 . the people of foreign extraction. Maybe your 

Creative Mailing Service, Inc. opy isn't right Have you tried having your 

24 South Grove St. Freeport L. I opy written by people of the same foreign 
FREEPORT 9-243! extraction? 
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DIRECT MAIL DIRECTORY 


LISTINGS ONE LINE PER ISSUE, $10.00 PER YEAR 





ADDRESSING TKADS 


ADDRESSING MACHINES 
AL TOMATIC INSERTING 
AL TOMATIOC TYPEWRITING 
Books 
BUSINESS PORM CREATIONS 
COMPOSING MACHINES 
COPYWRITER (Pree Lance) 


DIKECT MAIL AGENCIES 


DIRECT MALL TRAINING COURSE 
ENGRAVERS 


ENVELOPES 


ENVELOPE SPRCIALTIFS 
HAND COLORING 
INKS 
LABEL PASTERS 


LETTERHEADS 


MAIL ADDRESSING STICKERS 


MAIL ADVERTISING SERVICES (Lettershops) 
y 


y 


y 


MAILING LISTS 


<1 I h Ave 
MESSENGER SERVICE 
‘ ' ' 


METERED MAIL BQUIPMENT 


MIMEBOGRAPHING 
MULTIGRAPH TYPE 


MULTIGRAPHING 
\\ 
W 


OFFSET PLATEMAKERS 
is W i s) 
OFFSET PRINTING 


4 


PAPER MANUFACTURERS 


A 


! 
PLATES & STENCILS 


POSTCARDS 
I } 


PRINTERS & LITHOGRAPHERS 
“ l . 


i 


PRINTING BPQUIPMENT 
QUANTITY PHOTOGRAPHS 
SYNDICATED HOUSE ORGANS 


TRADE ASSOCIATIONS 


TYEKS 
ryrVrk FACES 


TYPEWRITERS 





CLASSIFIED ADS 





ORGANS 








ADDRESSING 





ADVERTISING AGENCIES 





MULTIGRAPHING SUPPLIES 





STENCILS 








SHORT NOTES 
DEPARTMENT 


Continued from page 


promotion can be lithographed on the 
roll-led machine . . . faster and cheaper 
than usual sheet-fed process. To be 
used for printing booklets and bro 
chures. Write President R. E. Damou 
for copy of booklet. 


@ EVENTS ... is the name of a new 
house magazine which will make its 
bow on September 15th (dated October). 
It's being published by R. L. Polk & Com- 
pany for Chrysler - Plymouth dealers. 
First issue will go to more than a mil- 
lion owners. Our preview copy is a 
slick job. 8/2" x 11%". 24 pages. Good 
balance editorially to make it interest- 
ing. entertaining and useful to all mem- 
bers of the family. The REPORTER 
wishes the new venture smooth sailing. 


@ TO INTRODUCE a new motion pic- 
ture during July. entitled “Mighty Joe 
Young” . . . Leon Bamberger of R K O 
Radio Pictures, Inc.. New York 20, N.Y. 
originated another clever stunt. 
“Mighty Joe” is about a gorilla brought 
to New York from Africa to be a sensa- 
tional attraction at a new night club. 
So Leon arranged to have a simulated. 
handwritten postcard mailed from South 
Africa to 11,000 theatre owners, motion 
picture editors. etc. Leon had plenty 
of heartaches arranging for the process- 
ing. personalizing and the mailing from 
South Africa. They were mailed on 
May 16th and were delivered through 
out the eastern part of the United States 
the week of June 13th. 


eee 


@ “PERFORMANCE IS BETTER Than 
Promise” is title of Schneidereith & 
Sons, 206-210 South Sharp Street. Bal- 


timore 1. Maryland. latest promotion 
piece. A beautifully prepared 8'/2" x 
11” plastic-bound booklet on Kromekote. 
Inside, each spread pictures a job 
they've done ... and facing page a 
testimonial from customer. Very nice. 


@ MORTON LEVIN. promotion mana- 
ger of Kroch’s Bookstore, Inc.. 206 N. 
Michigan Avenue, Chicago 1. Illinois 
says Reporter readers can have a free 
copy of his new “Guide to the Color 


Systems.” It's a S'/.” x 8/2", 12-page 
booklet that gives a detailed description 
of the four main color systems . .. Mun- 
sell, Ostwald, Cheskin and Colorrimetry. 
Offers a parallel chart showing how 
same color and color attributes are in- 
dicated by these different approaches 
te the problem of color and its use. A 
scientific guide. Quantity orders are 
sold for 25¢ a copy. 


@ THE LAST MEETING of the Hundred 
Million Club of New York City until the 
Fall season . . . took place at Town 
Hall Club, June 2nd. A review of the 
excellent speakers of the past year was 
made ... along with reports of the 
various club committees. All officers 
were unanimously re-elected for the 
very fine job they did. Here's the slate 
again. Walter F. Grueninger of Edi- 
torial Publications. Inc.. was re-elected 
president. Larry Chait of Wall Street 
Journal and A. Gardiner Gibbs of the 
McGraw-Hill Publishing Company are 
again vice presidents . . . and Mrs. 
Helen Buckley of Parents’ Institute is 
treasurer. Elected for their first term 
were Florence Klauer of Parents’ Insti- 
tute as assistant treasurer and Muriel 
Gilmore of Mailings. Inc.. as secretary. 


eee 


@ A “DESK MODEL” postage meter 
has made its debut . . . compliments of 
Pitney-Bowes. Inc., Stamford. Connecti- 
cut. A little larger than a telephone 


set... the “desk model” will stamp 
and seal mail of all kinds and classes. 
Since it prints and records postage. it 
is not sold outright. but leased. 


eee 


@ A GOOD JOB AT promoting sales 
of exhibition space is the recent mail- 
ing for The Sixth Educational Graphic 


Arts Exposition in Chicago, September 
llth to 30th, 1950. A four-page folder 
in 3 colors with automatically typed 
letter on front page. A P.S. at bottom 
tells you how much space you occupied 
at the last show in 1939. Folder does 
a smart selling job. Other literature 
shows layout of booths. lists other con- 
ventions in Chicago at same time. 
porvides application form. Very ef- 
fective job. 


@ ONE OF THE MOST COLORFUL 
brochures seen this month in REPORTER 
office . . . was mailed to us by Albert 
Morse. advertising director. Goodall- 
Sanford. Inc.. 525 Madison Avenue. 
New York 22. N. Y. Titled. “Keep Your 
Volume and Profits Up.” This 16-page. 
12” x 154%" shows Goodall Fabric re- 
tailers how the manufacturer is going 
to help them sell by heavy advertising. 
Full-page color ads are reproduced 
in front half of brochure. Latter half 
shows black and white ads. Last two 
inside pages summarize advantages of 
selling Goodall. 


@ “I AM A HALF DOLLAR. I was 
minted in 1899, the year that Hardware 
Mutual Insurance Company of Minne- 
sota (Minneapolis) was organized . . .” 
That's the reading on the little note 
which came with a smart-looking paper 
weight with a 50¢ piece attached. Cele- 
brating the S0th Anniversary of the 
company. ... “I have become an im- 
portant part of this souvenir paper 
weight and proudly accept you as my 
new owner.” ... the note continued. Ar- 
rived in a nice red and gold box with 
card of Don F. Railhe. vice president. 


eee 


@ MR. H. FRANK SMITH. Advertising 
Manaaer of Baldwin Paper Company. 
Inc., 233-245 Spring Street. New York 13. 
N. Y. is getting a lot of publicity for his 
unique Worry Club. Saw his scrapbook 
full of clippings from many papers. 
Frank is distributing envelopes of “worry 
slips.” These Special Lucky Envelopes 
bear the notation “Wednesday Worry 
Club.” When those insurmountable 
problems, real or imaginary. pop up. 
Frank's envelopes go to work. You 
merely make a note of your worries on 
the slips provided and put them back 
in the envelope. This takes care of each 
worry until the following Wednesday 
at which time you open the envelope. 
You'll find that most of your problems 
have been settled. Although Frank has 
his Worry Club material copyrighted. 
he is allowing his printer friends to re- 
print for their own use. Just write to 
Frank for a release. 
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Tension designed envelopes 


lta, alltritin f 


Your envelope should be characteristic of your business ... 
in style, type, color and design. Tension’s staff of creative 
artists are specialists in the designing of distinctive enve- 
lopes that will convey your message in a highly effective 
manner. They will design your envelope so that space is 
utilized to fullest advantage... affording you added adver- 
tising impact at no additional circulation cost. Upon 
request, samples will be submitted of work done for others. 
With a background of 60 years experience, Tension knows 
how to design envelopes that attract attention . . . create 
an excellent impression. 
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“TENSION ENVELOPE CORPORATION 


FACTORIES: New York 14, N.Y. @ St. Lovis 10, Mo. 
Minneapolis 1, Minn. @ Des Moines 14, lowa @ Kansas City 8, Mo. 
SALES REPRESENTATIVES: Chicago @ Indianapolis @ Nashville © Miami 
New Orleans @ Houston @ Dallas @ Tulsa @ Lincoln © and over 30 other cities, 
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bring your 


layouts to life: 


print on... HUDSON GLOSS 


The good news is getting around—Hudson Gloss is today’s best 


buy for long-run letterpress printing! Use this process-coated 
book paper with flat-bed or rotary presses. Specify it for single 
or multiple color jobs. Get it for broadsides. folders, catalogs, any 
and all advertising pieces. Just be sure it's Hudson Gloss—newest product of 
international Paper Company, 220 East 42nd Street, New York 17, N.Y. 
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INTERNATIONAL PAPERS 


as soins nos for Printing and Converting 





